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ANALISIS PENGARUH PERCEIVED QUALITY, BRAND LOYALTY,

BRAND ASSOCIATION, DAN BRAND AWARENESS TERHADAP
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ABSTRAK

Industri kecantikan maupun kosmetik di Indonesia selalu meningkat setiap

tahunnya, terutama produk perawatan dan kecantikan. Pertumbuhan penjualan yang

luar biasa mencapai angka 11.99% pada tahun 2017 dan angka tersebut membuat

Indonesia berkontribusi sebesar Rp 19 triliun atau setara dengan USD 1.4 miliar.

Bahkan pada bulan September 2017, BPOM melaporkan total produk kosmetik

yang terdaftar dan dijual secara resmi di Indonesia mencapai 33,823 produk

(Hukmas, 2017). Angka tersebut meningkat sebanyak 11.57% dibandingkan

dengan periode tahun sebelumnya. Dampak dari pertumbuhan tersebut juga

menimbulkan banyaknya tren perawatan dan kecantikan yang terjadi di Indonesia.

Sariayu merupakan merek dari produk perawatan dan kecantikan yang sudah

dikenal sejak lama oleh para wanita di Indonesia. Meskipun Sariayu memiliki brand

image yang kuat, rentang harga yang tidak terlalu tinggi, serta visi misi perusahaan yang

baik, pada kenyataannya saat ini banyak wanita Indonesia yang lebih memilih merek

produk perawatan dan kecantikan lainnya yang lebih kekinian. Oleh karena itu, adanya

ketertarikan untuk mengetahui pandangan dan persepsi konsumen mengenai produk

perawatan dan kecantikan Sariayu yang meliputi perceived quality, brand loyalty, brand

association, brand awareness, dan purchase intention.

Penelitian ini berjenis penelitian kuantitatif yang dilakukan menggunakan

penyebaran kuesioner kepada calon responden yang memiliki kriteria belum

pernah membeli ataupun menggunakan produk perawatan dan kecantikan Sariayu.

Dari analisis data yang sudah dilakukan, didapatkan hasil bahwa variabel brand

association dan brand awareness memiliki hubungan yang positif terhadap

variabel purchase intention.

Kata kunci: Perceived Quality, Brand Loyalty, Brand Association, Brand

Awareness, Purchase Intention.
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ANALISIS HUBUNGAN PERCEIVED QUALITY, BRAND LOYALTY,

BRAND ASSOCIATION, DAN BRAND AWARENESS TERHADAP

PURCHASE INTENTION PADA SARIAYU

ABSTRACT (english)

The beauty and cosmetic industry in Indonesia is always increasing every

year, especially for skincare and beauty products. The extraordinary sales growth

reached 11.99% in 2017 and this made Indonesia contribute Rp 19 trillion or

equivalent to USD 1.4 billion. Even in September 2017, BPOM reported that the

total cosmetic products officially registered and sold in Indonesia reached 33,823

products (Hukmas, 2017). It increased by 11.57% compared to the previous year's

period. The impact of this growth has also caused many trends in skincare and

beauty that occur in Indonesia.

Sariayu is a brand of skincare and beauty products that has been known for

a long time by women in Indonesia. Although Sariayu has a strong brand image, a

price range that is not too high, and a good company vision and mission, in fact,

currently many Indonesian women prefer other more contemporary brands of

skincare and beauty products. Therefore, there is an interest in knowing

consumers' views and perceptions regarding Sariayu's skincare and beauty

products which include perceived quality, brand loyalty, brand association, brand

awareness, and purchase intention.

This research is a quantitative research conducted using the distribution of

questionnaires to prospective respondents who have criteria of having never

bought or used Sariayu skincare and beauty products. From the data analysis that

has been carried out, it was found that the variables of brand association and brand

awareness have a positive relationship with the variable of purchase intention.

Keywords: Perceived Quality, Brand Loyalty, Brand Association, Brand

Awareness, Purchase Intention.
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